Determinants and consequences of Total Spectator Experience (Tse): empirical evidence from a sport tourism event Formula One (F1) / Rezian-na Muhammed Kassim by Muhammed Kassim, Rezian-na

16 I n s t i t u t e  o f  G r a d u a t e  S t u d i e s  ( I G S )
* (MS) = Main Supervisor
   (CS) = Co Supervisor
Name : Zainuddin Bin Zakaria, PhD
Title : The Influence Of Market Orientation And 
  Relationship Quality On Relationship 
  Outcome Between Public Universities And 
  Their Associated Colleges In Malaysia
Faculty :  Business Management
Supervisor : Prof. Dr. Rosmimah Binti Mohd Roslin 
   (MS)
   Associate Prof. Dr. Yeop Husin Bidin 
   (CS) 
23 This thesis is the culmination of more than three years 
of effort to study the elements and factors that are 
able to influence the quality of relationship. The core 
elements identified in the conceptual model are trust 
and commitment. Together with three dimensions of 
relational norms, these variables are hypothesised to 
influence the economic, non-economic satisfaction 
and the intention of the partners to continue their 
relationship in the future. Two antecedents have also 
been identified in the conceptual model, namely 
are the organisation’s perception of its own market 
orientation and their perception of their partners’ 
market orientation. A field survey, using questionnaire as the main instrument is the chosen method of collecting 
data from the management team of both public universities and their associated colleges throughout the 
country. Samples were chosen from the private colleges using purposive sampling while all the management 
staff of the public universities was chosen as the respondents. At the end, two hundred seven respondents 
from 33 private HLIs and 59 respondents from seven public universities that included branch campuses 
participated in the survey. Findings of the Multiple Regression Analysis revealed a mixed result. Even though all 
hypotheses were accepted, some variables did not indicate the relationship as expected. The level of affective 
commitment is influenced by benevolence, perception of partner’s market orientation and credibility while the 
changes in calculative commitment are associated with the changes in benevolence and market orientation. 
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wave of interest on the conceptualization and 
measurement of total spectators (customers) 
experience been vigorously conducted by the 
marketers and academic research to understand 
the factors that trigger their memorable experience 
and has influence on continue attending the special 
event. These waves have caused a recent surge 
in research that has explored many aspects of 
experiences’ consumption. However, existing sport 
or tourism research has provided little explanation of 
the factors that portray the spectators’ experience. 
The purpose of this study was to develop valid and 
reliable cues of Total Spectators’ Experience (TSE) 
Scale and to examine the relationship among TSE, 
emotion, satisfaction and loyalty.  This study applies 
Environmental Psychology Model (Mehrabian-Russell 
Mode, 1974) to a sample of 424 sport spectators from 
Sport Motor Mega Event. Based on the literature, a 
theoretical model was developed and tested using 
data collected from spectators attending a major 
motor sports event (Formula One). The research 
design of this study also applies the focus group, 
exploratory, descriptive, convenient sampling and 
cross-sectional method. The data was collected using 
survey questionnaire and data analyzes was tested 
using structural equation modelling (SEM) via AMOS 
(Analysis of Moment Structures) software package 
Version 18.0.  Exploratory factor analysis (EFA) and 
confirmatory factor analysis (CFA) were performed 
to validate the scales.  All major goodness fit indices 
showed that the models acceptable.  From eight 
(8) hypotheses only six (6) were accepted.  Result 
of hypothesizes model acceptable fit was CMIN/
DF=2.822, RMSEA=0.066, GFI = 0.914, AGFI = 0.901, 
IFI= 0.913 and CFI=0.912.  The findings from this study 
point to support the M-R model in sport tourism 
setting. The results showed the overall TSE significantly 
contributes to spectator’s emotion, satisfaction and 
loyalty. On the other hand, spectator’s satisfaction 
had a negative effect on loyalty simultaneously. 
Discussions of the results are provided along with 
implication for the event organizers and government 
and recommendations for future research.
